3 Research on the experiential aspects of wine tourism has been advocated but the evolution of this 4 approach in this field is still in its infancy. This exploratory study proposes a behavioral model to 
tourism consumption, the kind of "added value" that could be derived from cellar door visitation is 46 rarely investigated. 47 Wine tourism is a relatively 'young' field within tourism and as such is not richly endowed with 48 grounded theories and constructs. There is no previous study within the wine tourism literature that 49 simultaneously examines the role of hedonic and utilitarian value as well as monetary value 50 perceptions in predicting overall satisfaction and loyalty intentions. In considering that many cellar 51 door operators still predominantly invest their money on the improvement of their wine's technical 52 quality to generate repeat customers, an empirical study like ours is necessary to ascertain whether 53 cellar doors' marketing focus should go beyond the boundary of the wine product itself to 54 encompass experiential aspects. As far as we know, such empirical research has not been well 55 developed in the wine tourism literature.
56
Literature review and conceptual model establishment 57 between the perceived benefits and perceived sacrifices associated with the acquisition and using of 72 products. The second process involves an inter-product comparison, which occurs when the value of 73 a product is compared to its competitive alternatives.
Wine tourists' value perceptions in the cellar door context

74
The multi-dimensional approach theoretically broadens the value concept more comprehensively 75 and more in depth than the uni-dimensional approach. It is suggested that the perceived benefits . Therefore, the utilitarian value reflects the task-related worth of a shopping experience.
100
Unlike the utilitarian shopping value, which depicts shopping as work, the hedonic value captures -The value-for-money perception of a cellar door's wine products, which focuses on the net gain 117 that visitors perceive they could obtain from acquiring a cellar door's wine products.
118
-The hedonic value derived from visiting a cellar door, which focuses on the emotional worth of 
contribute to visitors overall satisfaction with the cellar door visit. The overall satisfaction, in turn 234 will impact wine tourists' loyalty intentions toward the cellar door. 
257
The incentive offered respondents an opportunity to win a case of premium wine upon their 258 completion of the purpose-designed, structured questionnaire. 
Operationalization of Latent Constructs
274
The items for each latent construct were developed by reviewing existing marketing literature. In 275 total, 26 items were initially developed to measure the latent constructs in the proposed model.
276
These items were then examined by a wine marketing researcher and several other wine science 277 researchers. Any items that were identified as redundant, ambiguous or otherwise faulty were 278 eliminated. After this process, 19 items were retained for further analysis. Table 2 lists a summary   279 of retained measurement items and their literature sources. The five-point Likert scale ranging from "Strongly disagree" (1) to "Strongly agree" (5) was used for the items measuring value perceptions 281 and loyalty intentions. Overall satisfaction was measured using five-point Likert scale ranging from 282 "Not at all satisfactory" (1) to "Very much satisfactory" (5).
283
[Insert Table 2 here] 
284
Data Analysis and Results
285
Data Analysis
Demographic characteristics of respondents
301
The demographic characteristics of respondents are summarized in Table 3 . Descriptive statistical 302 analysis showed that the percentage of male respondents is slightly higher than female respondents, representing a proportion of 53.6% and 46.4% respectively. This gender distribution is similar to Indicator reliability was assessed by examining the absolute standardized factor loading of each 321 indicator on its corresponding construct. In the first run of PLS-SEM, the results showed that, all 322 but five of the items had factor loading above the recommended criterion of 0.707 (Hulland, 1999) . 323 The exceptions were HV2, HV4, HV5, HV6 and UV4. A close examination of their factor loadings 324 showed that, the two reversed items--HV6 and UV4--had factor loadings of 0.475 and 0.568, which 325 were considerably lower than the criterion of 0.707, whereas the other three items--HV2, HV4 and 326 HV5--had factor loadings of 0.677, 0.679 and 0.697 respectively, which were only marginally lower than 0.707. Therefore, the two reversed items (HV6 and UV4) were eliminated while the 328 other three items (HV2, HV4 and HV5) were retained. The refined measurement model was tested 329 again. As shown in Table 4 , except the factor loadings of HV2 (0.697) and HV4 (0.685) were 330 marginally lower than 0.707, all other items have factor loadings higher than 0.707. All of the factor 331 loadings were significant at P < 0.001.
332
Internal consistency reliability was evaluated by calculating the composite reliability, which is 333 deemed more suitable than Cronbach's alpha in PLS-SEM (Hair et al., 2012) . In the present study, 334 the results (Table 4) showed that the composite reliabilities of the latent constructs varied from 335 0.860 for perceived utilitarian value (UV) to 0.933 for the perception of the wine product value 336 (PV), all of which were higher than the recommended threshold of 0.70 (Hair et al., 2011) . 337 Therefore, the refined measurement model showed good internal consistency. Table 4 , the square root of 346 AVE for each construct is higher than its correlation with any other constructs. Therefore the 347 Fornell-Larcker criterion was met. To evaluate the discriminant validity, it is also necessary to 
365
The predictive relevance of the proposed model was assessed by examining the Stone-Geisser's 366 Q 2 value (Geisser, 1974; Stone, 1974) . In PLS-SEM, the Q 2 value should be bigger than zero to 367 indicate predictive relevance (Hair et al., 2011) . In the present study, using omission distance of The perceived hedonic value derived from visiting a cellar door positively influences wine tourists' overall satisfaction with the visit.
Hypothesis 3:
The perceived utilitarian value derived from visiting a cellar door positively influences wine tourists' overall satisfaction with the visit.
Hypothesis 4:
Wine tourists' value-for-money perceptions of a cellar door's wine products positively influence their loyalty intentions.
Hypothesis 5:
The perceived hedonic value derived from visiting a cellar door positively influences wine tourists' loyalty intentions toward the cellar door.
Hypothesis 6:
The perceived utilitarian value derived from visiting a cellar door positively influences wine tourists' loyalty intentions toward the cellar door.
Hypothesis 7:
Wine tourists' overall satisfaction with their cellar door visit experience positively influences their loyalty intentions toward the cellar door. are presented in the lower triangle of the matrix. 657 Table 6 
